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ABSTRACT 
 
In the context of higher education institutions, particularly those located in southern 
Thailand, achieving student satisfaction is imperative for a number of reasons. 
Firstly, higher education institutions in this region are currently faced with situations 
that result in decreasing numbers of students. Secondly, competition tends to increase 
every year from both within and outside the country. Hence, low student satisfaction 
becomes an essential issue for higher education institutions to resolve. Moreover, in-
depth investigation on student satisfaction in this region is under-researched. Past 
studies have shown that student satisfaction is influenced by a variety of factors, 
including aspects related to quality and value. Therefore, this study sought to assess 
the relationship between service quality and academic quality on student satisfaction, 
and also to gauge the moderating effect of value using a multi-items measurement. 
Important instruments, such as the SERVPERF and the PERVAL scales, were used 
in this study. The respondents for this study were students enrolled in ten (10) 
government universities in the southern region of Thailand. A total of 768 
questionnaires were distributed, and only 346 of them were usable. Approximately, 
14 hypotheses were developed and tested with multiple regression and hierarchical 
regression analyses.  The results indicated that several dimensions of service quality 
and academic quality were significantly related to student satisfaction, and the 
explanation power of the model increased from 25.6% to 33.5% when value 
moderated the relationship which explained the moderating effect of value. Plausible 
reasons for the findings were discussed within the context of the study. Both 
practical and theoretical contributions as well as recommendations for future 
research were made. 
 
Keywords:   service quality, academic quality, student satisfaction, value, and  
higher education in Thailand  
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ABSTRAK 
 
Dalam konteks institusi pendidikan tinggi terutamanya yang berada di selatan 
Thailand, pencapaian kepuasan pelajar adalah sangat penting kerana beberapa sebab. 
Pertama, institusi pendidikan tinggi di wilayah ini kini sedang menghadapi beberapa 
situasi yang menyebabkan kemerosotan jumlah pelajar. Kedua, persaingan semakin 
bertambah pada setiap tahun sama ada dari dalam ataupun luar negara. Sehubungan 
dengan itu, kepuasan pelajar yang rendah menjadi isu penting untuk diselesaikan 
oleh institusi pendidikan tinggi. Tambahan pula, terdapat kekurangan dan batasan 
kajian secara yang mendalam di wilayah ini. Kajian lepas telah menunjukkan bahawa 
kepuasan pelajar dipengaruhi oleh pelbagai faktor, termasuk aspek-aspek berkaitan 
kualiti dan nilai. Justeru, kajian ini bertujuan untuk menilai hubungan antara kualiti 
perkhidmatan dan kualiti akademik ke atas kepuasan pelajar dan untuk mengukur 
kesan nilai yang sederhana dengan menggunakan suatu pengukuran pelbagai-item. 
Instrumen penting seperti skala SERVPERF dan skala PERVAL telah digunakan 
dalam kajian ini. Responden kajian adalah terdiri daripada pelajar yang mendaftar 
masuk ke 10 universiti kerajaan di wilayah selatan Thailand. Sejumlah 768 borang 
soal selidik telah diedarkan dan hanya 346 darinya yang boleh digunakan. Sebanyak 
14 hipotesis telah dibangunkan dan diuji dengan menggunakan analisis regresi 
berbilang dan regresi hierarki. Hasil kajian menunjukkan bahawa beberapa dimensi 
kualiti perkhidmatan dan kualiti akademik mempunyai hubungan yang signifikan 
dengan kepuasan pelajar. Manakala kuasa penerangan model telah bertambah 
daripada 25.6% kepada 33.5% apabila nilai menyederhanakan hubungan-hubungan 
tersebut, justeru menjelaskan kesan yang diwujudkan oleh nilai. Sebab yang 
munasabah bagi penemuan ini telah dibincangkan dalam konteks kajian. Sumbangan 
dari segi praktikal dan teoritikal, serta cadangan untuk kajian masa hadapan juga 
turut dilakukan. 
 
Kata kunci: kualiti perkhidmatan, kualiti akademik, kepuasan pelajar, nilai, dan 
pendidikan tinggi di Thailand 
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 1 
CHAPTER 1 
INTRODUCTION 
 
1.0 Introduction  
This chapter provides an overview of the study. It begins with the background of the 
study and the overview of Thailand’s higher education sector before proceeding onto 
the problem statement. The problem statement explains the importance of service 
quality, academic quality, and value on student satisfaction specifically in the higher 
education sector in Thailand. It also defines research questions and research 
objectives. It is followed by the significance and scope of the study. Finally, the 
chapter ends with the structure of this current study.  
 
1.1 Background of the Study   
Achieving student satisfaction is the key to survival within higher education in 
Thailand today. This is because the effect of globalization still strongly exists. This 
obligates higher education institutions in Thailand and makes them realize that 
competitors are increasingly aware of the fact that national boundaries no longer 
exist. Higher education institutions need to be more concerned regarding this 
competitive environment triggered by various competitors who are pursuing the 
market place both within and outside the country.  
 
Referring to the ‘National Conference: 2009 the year of Thai higher education 
quality enchancement’, The Education Minister, Mr. Jurin Laksanawisit lamented 
that qualities are important and the important point for the higher education sector in 
The contents of 
the thesis is for 
internal user 
only 
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APPENDICES 
 
APPENDIX A 
 
Research Questionnaire (English version) 
 
This study investigates your satisfaction with the services provided by the university. By taking about 15 minutes to fill out this questionnaire, you 
will help the university to evaluate what has been provided to you over the past year. The results from this study will help the university to know 
how to satisfy you.  
 
Ethical concerns 
All data collected in this questionnaire is confidential and only to be used for the purpose of data analysis and will not be made to third parties. 
 
 
Thank you for your cooperation.  
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There are three parts in this survey. 
 Part I:   student satisfaction, service quality, academic quality and value 
 Part II:  your comments and suggestions 
 Part III:  your personal data  
 
 
Part I: Satisfaction, Service Quality, Academic quality  and Value  
Please tick () what you think of each statement below 
 
 
 
 
 
 
 
 
 
 
Score Meaning 
 1 Strongly disagree / Extremely poor 
 2 Disagree / Below average 
 3 Neutral / Average 
 4 Agree / Above average 
 5 Strongly agree / Excellent 
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Satisfaction 
No. Items 
Perceptions 
1 
Strongly 
disagree 
2 
Disagree 
3 
Neutral 
4 
Agree 
5 
Strongly agree 
1 I am satisfied with my decision to attend the 
university. 
     
2 If I had to do it all over again, I would not enroll at the 
university. 
     
3 My choice to enroll at the university was a wise one.       
4 I feel bad about my decision to enroll at the university.      
5 I think I did the right thing when I decided to enroll at 
the university. 
     
6 I am not happy that I enrolled at the university      
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Service Quality 
No. Items 
Perceptions 
1 
Extremely poor 
2 
Below average 
3 
Average 
4 
Above 
average 
5 
Excellent 
7 The institution has up-to-date equipment.      
8 The institution’s physical facilities are visually 
appealing. 
     
9 The institution’s employees are 
well dressed and appear neat. 
     
10 The appearance of the physical facilities of the 
institution is in line with the type of service 
provided. 
     
11 When the institution promises to do something by 
certain time, it does so. 
     
12 When I have problems, the institution is sympathetic 
and reassuring. 
     
13 The institution is dependable.      
14 The institution provides its services at the time it      
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No. Items 
Perceptions 
1 
Extremely poor 
2 
Below average 
3 
Average 
4 
Above 
average 
5 
Excellent 
promises to do so. 
15 The institution keeps its records accurately.      
16 The institution does not tell its students exactly 
when services will be performed. 
     
17 I  do not receive prompt service from the 
institution’s employees. 
     
18 Employees of the institution are not always willing 
to help students. 
     
19 Employees of the institution are too busy to respond 
to student requests promptly. 
     
20 I  can trust employees of the institution.      
21 I  can feel safe in my transaction with the 
institution’s employees. 
     
22 Employees of the institution are polite.      
23 Employees get adequate support from the      
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No. Items 
Perceptions 
1 
Extremely poor 
2 
Below average 
3 
Average 
4 
Above 
average 
5 
Excellent 
institution to do their jobs well. 
24 The institution does not give me individual 
attention. 
     
25 Employees of the institution do not give me personal 
attention. 
     
26 Employees of the institution do not know what my 
needs are. 
     
27 The institution does not have my best interests at 
heart. 
     
28 The institution does not have  operating hours 
convenient to all their students. 
     
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Academic quality 
No. Items 
Perceptions 
1 
Extremely poor 
2 
Below average 
3 
Average 
4 
Above 
average 
5 
Excellent 
29 Engaging skilled lecturers       
30 Practical skills taught      
31 Regular access to teaching staff      
32 Variety of library books and journals      
33 Easily transferable skills      
34 Reputable degree programme      
35 Good computing and web facilities      
36 The chance that my study fulfills my personal needs.       
37 The appropriateness of requirements for my course.      
38 The chance to develop my 
abilities and prepare for my career. 
     
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No. Items 
Perceptions 
1 
Extremely poor 
2 
Below average 
3 
Average 
4 
Above 
average 
5 
Excellent 
39 The quality of material emphasized in course.      
40 The usefulness of the module components offered in 
my career development. 
     
41 The usefulness of the module components in 
fulfilling my personal needs. 
     
42 The proportion between theory and practice was 
adequate. 
     
43 The bibliography, documentation and etc. provided 
were adequate. 
     
44 The teaching methods were appropriate.      
45 The level at which these subjects were discussed 
was appropriate 
     
46 The extent and distribution of the subjects were 
correct. 
     
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Student value 
No. Items 
Perceptions 
1 
Strongly 
Disagree 
2 
Disagree 
3 
Neutral 
4 
Agree 
5 
Strongly 
Agree 
Services and Academic qualities from the university ….      
47 Is one that I would enjoy      
48 Would make me want to experience it       
49 Is one that I would feel relaxed  about 
experiencing 
     
50 Would make me feel good      
51 Would give me pleasure      
52 Would help me to feel acceptable      
53 Would improve the way I am perceived      
54 Would make a good impression on other people      
55 Would give me social approval        
56 Is reasonably priced      
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No. Items 
Perceptions 
1 
Strongly 
Disagree 
2 
Disagree 
3 
Neutral 
4 
Agree 
5 
Strongly 
Agree 
57 Offers value for money      
58 Is a good service for the price      
59 Is economical      
60 Has consistent quality      
61 Is well made      
62 Has an acceptable standard of quality      
63 Has poor workmanship      
64 Would not last a long time      
65 Would perform consistently      
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Part II: Comments and suggestions 
If you have other inquiries/comments/suggestion for the betterment of your institution, please indicate below: 
___________________________________________________________________________ 
 
___________________________________________________________________________ 
 
___________________________________________________________________________ 
 
___________________________________________________________________________ 
 
Part III: Your personal data 
Gender  Male                   Female 
Age _______________ years 
Year of study  Freshman           Sophomore           Junior           Senior  
University __________________________________________ 
 
 
Thank you for your valuable time 
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Research Questionnaire (Thai version) 
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APPENDIX B 
 
STATISTICAL ANALYSIS 
Appendix B.1: Pilot test  
Reliability Analysis of Satisfaction  
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Reliability Analysis of Service Quality 
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Reliability Analysis of Academic Quality 
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Reliability Analysis of Value 
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Appendix B.2 Factor Analysis Results of the Variables 
 
Result of the Factor Analysis on Student Satisfaction 
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Result of the Factor Analysis on Service Quality 
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Result of the Factor Analysis on Academic Quality 
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 Result of the Factor Analysis on Value 
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Appendix B.3 Descriptive Statistics of the Variables 
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Appendix B.4 Test of Relationship of the Variables 
Correlations
1 .311** .422** .352** .302** .309** .358** .366** .534**
. .000 .000 .000 .000 .000 .000 .000 .000
346 346 346 346 346 346 346 346 346
.311** 1 .567** .492** .402** .369** .417** .351** .548**
.000 . .000 .000 .000 .000 .000 .000 .000
346 346 346 346 346 346 346 346 346
.422** .567** 1 .428** .269** .467** .647** .480** .639**
.000 .000 . .000 .000 .000 .000 .000 .000
346 346 346 346 346 346 346 346 346
.352** .492** .428** 1 .450** .347** .348** .334** .478**
.000 .000 .000 . .000 .000 .000 .000 .000
346 346 346 346 346 346 346 346 346
.302** .402** .269** .450** 1 .138** .185** .201** .280**
.000 .000 .000 .000 . .010 .001 .000 .000
346 346 346 346 346 346 346 346 346
.309** .369** .467** .347** .138** 1 .681** .664** .613**
.000 .000 .000 .000 .010 . .000 .000 .000
346 346 346 346 346 346 346 346 346
.358** .417** .647** .348** .185** .681** 1 .690** .649**
.000 .000 .000 .000 .001 .000 . .000 .000
346 346 346 346 346 346 346 346 346
.366** .351** .480** .334** .201** .664** .690** 1 .539**
.000 .000 .000 .000 .000 .000 .000 . .000
346 346 346 346 346 346 346 346 346
.534** .548** .639** .478** .280** .613** .649** .539** 1
.000 .000 .000 .000 .000 .000 .000 .000 .
346 346 346 346 346 346 346 346 346
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N
COMPUTE  sum_sa = (sa1
+ sa2 + sa3 + sa4 + sa5
+ sa6) / 6 (COMPUTE)
COMPUTE  SQ_dim1 =
(sq15 + sq16 + sq13 +
sq14 + sq17) / 5
(COMPUTE)
COMPUTE  SQ_dim2 =
(sq2 + sq1 + sq4 + sq5 +
sq6 + sq7) / 6
(COMPUTE)
COMPUTE  SQ_dim3 =
(sq19 + sq18 + sq20 +
sq21) / 4 (COMPUTE)
COMPUTE  SQ_dim4 =
(sq10 + sq11 + sq12) / 3
(COMPUTE)
COMPUTE  AQ_dim1 =
(aq13 + aq18 + aq12 +
aq14 + aq9 + aq10 +
aq17) / 7 (COMPUTE)
COMPUTE  AQ_dim2 =
(aq11 + aq7 + aq4 + aq5
+ aq8) / 5 (COMPUTE)
COMPUTE  AQ_dim3 =
(aq1 + aq2 + aq5 +
aq16) / 4 (COMPUTE)
COMPUTE  Value = (v1 +
v2 + v3 + v4 + v5 + v6 +
v7 + v8 + v9 + v10 + v11
+ v12 + v13 + v14 + v15
COMPUTE 
sum_sa =
(sa1 + sa2 +
sa3 + sa4 +
sa5 + sa6) / 6
(COMPUTE)
COMPUTE 
SQ_dim1 =
(sq15 +
sq16 + sq13
+ sq14 +
sq17) / 5
(COMPUTE)
COMPUTE 
SQ_dim2 =
(sq2 + sq1 +
sq4 + sq5 +
sq6 + sq7) / 6
(COMPUTE)
COMPUTE 
SQ_dim3 =
(sq19 +
sq18 + sq20
+ sq21) / 4
(COMPUTE)
COMPUTE 
SQ_dim4 =
(sq10 + sq11
+ sq12) / 3
(COMPUTE)
COMPUTE 
AQ_dim1 =
(aq13 +
aq18 + aq12
+ aq14 +
aq9 + aq10
+ aq17) / 7
(COMPUTE)
COMPUTE 
AQ_dim2 =
(aq11 + aq7
+ aq4 + aq5
+ aq8) / 5
(COMPUTE)
COMPUTE 
AQ_dim3 =
(aq1 + aq2 +
aq5 + aq16) /
4 (COMPUTE)
COMPUTE 
Value = (v1 +
v2 + v3 + v4
+ v5 + v6 +
v7 + v8 + v9
+ v10 + v11
+ v12 + v13
+ v14 + v15
+ v16 + v...
(COMPUTE)
Correlation is significant at the 0.01 level (2-tailed).**. 
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Appendix B.5 Test of Normality  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 222 
 
Appendix B.6 Normality Testing using Normal Probability Plot  
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Appendix B.7 Histogram of the Regression Residuals  
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Appendix B.8 Multicollinearity Test 
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Appendix B.9 Test of Linearity, Homoscedasticity and the Independence of Errors 
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Appendix B.10 Hierarchical Multiple Regression Evaluating the Interaction Effects of Value with Service Quality and Academic 
Quality on Student Satisfaction  
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